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Introduction
Firms like Airbnb, Amazon, eBay, Dell and McDonald's, are known worldwide for their innovative business models, which disrupted the established logics of value creation and capture in their industry sectors, and quickly became iconic (Sabatier, Mangematin & Rousselle, 2010 ) -i.e., recognized as representing particular ways of creating and capturing value -and so have been widely copied across various industries. Amazon's innovative business model, for instance, reshaped firm classifications in the book-retailing sector and, indeed, the entire retail industry, by creating a new type of firm -the online retailer -that differed from traditional types of retail firms. Thus, business model (BM) innovations can modify how economic actors -such as consumers or financial analysts -think about firms, and even change the ways they think about market categories.
While the idea of an iconic business model -as advanced by Sabatier et al. (2010) -is appealing as it points to an important empirical phenomenon, it has received little scholarly interest. Thus we have a very limited understanding of the cognitive processes via which some innovative business models gain the status of iconic representations of particular types of firms. This neglect might be due to the fact that research on business model innovation tends to focus on the cognitive processes that take place in the minds of entrepreneurs (Enkel & Mezger, 2013; Sosna et al., 2010) . As a result, business model scholars have little to say about the cognitive processes that take place beyond firm boundaries, and via which an innovative business model becomes iconic, i.e., a 'prototypical exemplar' 1 of a category of play in the emergence of market categories, and provides conceptual tools for our study of the emergence of iconic business models as prototypical exemplars of firm categories.
Empirically, we draw on a single case study of Airbnb, an online market platform created in 2008 that disrupted the hospitality industry by enabling individuals to rent rooms or entire flats and houses directly to travelers, and hence created a whole new source of supply in the hospitality sector. Airbnb's business model quickly became a source of inspiration for other managers in the hotel industry and beyond, i.e., it became the iconic business model for the sharing (or peer-to-peer) economy. 2 To investigate the cognitive process whereby Airbnb's business model became iconic, and contribute to renewing the way firms are categorized, we analyze media coverage of Airbnb between its creation in 2008 and 2013. Analyzing media coverage is a common approach in category emergence research (Kennedy, 2008) .
Our study shows that the cognitive process whereby Airbnb's business model became the iconic business model for the sharing economy took place in three phases. First, the media tried to assimilate Airbnb's innovative business model into the category system of use the term 'prototypical exemplar' to stress the distinction between 'prototype as abstract entity' and 'prototype as exemplar' views. 2 We use sharing economy and peer-to-peer economy as synonymous.
Chapter 3 extant business models by drawing on multiple analogies with existing iconic business models (e.g., eBay) and market categories (e.g., the hospitality industry). Second, given the persistence of perceived inconsistencies between the existing category system and Airbnb's new business model -and proof of its financial success -the media developed a more elaborate understanding of Airbnb's business model. Finally, as the media recognized the specificity of Airbnb's innovative business model, they established it as a prototypical exemplar of a new type of organization: the sharing economy type. As the media used
Airbnb's business model to comprehend other firms' activities and business models, Airbnb's business model representation increasingly became detached from the actions of its instigator company.
In offering our three-stage model of iconic business model emergence, we make three contributions to the literature. First, we contribute to the literature on business models by elaborating on the notion of the iconic business model, and by shedding light on an important phenomenon that has been neglected thus far, i.e., the cognitive processes by which some innovative business models become iconic. In so doing, we also further develop the idea that business models have performative power (Doganova & Eyquem-Renault, 2009 ) -that is, the power to 'do things' (in our case, to reshape market categories). Second, we complement research on business models by showing that analogical reasoning, which has been shown to play an important role during entrepreneurs' creations of innovative business models (Enkel & Mezger, 2013) , is also at play in the subsequent stages of such innovation, when the media attempt to comprehend newly created business models. Third, we complement the market categorization literature, which has recently been increasingly interested in the emergence of market categories (Navis & Glynn, 2010; Koçak et al., 2014) , by documenting a case of the birth of a prototypical exemplar. And we show how, as they become iconic, some innovative business models come to exemplify new types of organizations. In so doing, our study suggests that industry grouping (based, for example, on similar products and services) is not the only possible basis for firm classification, and that innovative business models can reshape how the media and the market in general classify firms.
Literature Review

The Cognitive Perspective on Business Models
Most of the literature on business models has adopted an essentialist and functionalist view of them (Doganova & Eyquem-Renault, 2009 : 1560 , and has considered that they capture objective attributes or features of specific firms. From this perspective, business models are (Zott & Amit, 2010: 216) .
Following this essentialist approach, business model scholars have primarily been interested in identifying some of their specific characteristics, such as design themes which describe the architecture of the business model activity system or the design elements that describe the sources of value creation (Zott & Amit, 2010) . They have also tried to map the variety of BM types that exist 'out there' by studying the specificities of business models in different industries, such as e-business (Zott, Amit, & Massa, 2011) or biotechnology (Bigliardi et al., 2005; Willemstein et al., 2007) .
However, an emerging trend in the business model literature moves away from this essentialist approach to consider their cognitive significance. This perspective considers business models "not just as 'real phenomena' but as cognitive instruments that embody important understanding of causal links between traditional elements in the firm and those outside" (Baden-Fuller & Mangematin, 2013: 418) . This cognitive perspective on business models is rooted in various papers, such as Chesbrough and Rosenbloom (2002) , who stress that a successful business model "creates a heuristic logic that connects technical potential with the realization of economic value" (p. 529), and Tikkanen et al. (2005) , who consider a business model as a system of material and cognitive components, i.e., "a firm belief system" (p. 793). This view has recently been further developed in Baden-Fuller and Morgan's (2010) paper which conceptualizes business models as 'models' or 'ideal types' that mediate "between our ideas and theories on the one hand, and the things in the world we want to describe and explain in immediately practical ways" (p. 161). This paper, which identifies three main functions of business models -to provide the means to describe and classify businesses; to operate as sites for scientific investigation; and to act as recipes for creative managers -resonates well with Doganova and Eyquem-Renault's (2009) exploration of the performative role of business models -that is, their ability to bring into being the very 'things' they are supposed to describe. Despite the fact that business models are 'abstract' models, they can have concrete effects such as "enrolling buyers and suppliers, persuading investors, and directing employees" (Perkmann & Spicer, 2010) .
The Importance of Cognition in Business Model Innovation
The cognitive perspective has gained special traction in studies on business model innovation. Research in this stream highlights the importance of creativity (Teece, 2010 ), learning, experimentation (McGrath, 2010 Hayashi, 2009) , and cognition more generally, in Martins et al., 2015) .
While these papers shed light on the process of business model innovation, their focus is solely on the minds of the entrepreneurs or top management teams involved: they do not explain how these innovative business models become widely known, to the extent that they are regarded as iconic representations of particular types of firms. To investigate the cognitive processes via which innovative business models become iconic, we need to incorporate insights from the literature on market categorization and category emergence.
The Important Role of the Media in Market Category Emergence
The literature on market categorization starts from the idea that categorization -a fundamental cognitive process that influences perception, interpretation, action, and provides the default conditions for making sense of the social world -plays an important role in how markets function (Hannan, Pólos, & Carroll, 2007) . This literature contends that categories reflect "meaningful consensus about some entities' features as shared by actors grouped together as an audience" (Durand & Paolella, 2013 : 1100 and are cognitive infrastructures that underpin markets and help market actors make sense of their business environments. In market settings, product (or service) categories enable producers to recognize competitors (Clark & Montgomery, 1999) , consumers to compare offerings (Shrum, 1991) , and critics to classify products and firms (DiMaggio, 1987) .
To date, research on market categorization has mostly studied the disciplinary nature of categories and shown the negative consequences of deviations from their taken-for-granted prototypical representations (Alexy & George, 2013) . For instance, Zuckerman (1999) has shown that security analysts penalize conglomerate firms because they do not clearly belong to single industries, and hence do not conform to prototypes of firms in any one category.
Other studies have shown how market categories limit the range of strategic actions that are appropriate for firms (Kraatz & Zajac, 1996; Powell, 1991; Sutton & Dobbin, 1996) , and how a degree of similarity to a categorical prototype can assist firms in their founding, legitimacy, and effectiveness (Hannan, Pólos, & Carroll, 2007; Hsu, Hannan, & Kocak, 2009 ).
Recently, however, some categorization studies have moved beyond exploring categories' contents and their disciplining consequences to study the process of the emergence of market categories (Bingham & Kahl, 2013; Breiger & Kennedy, 2005; Kennedy, 2008; Kocak et al., 2014; Lounsbury & Rao, 2004; Navis & Glynn, 2010) . These studies point to the important role that the media plays in the emergence, codification, and maintenance of market categories. Indeed, news media are one of the main sources by which the general public and market participants learn about and adopt new market categories (Koçak et al., 2014) : they reflect and shape general public perceptions of markets (Vergne, 2010) and "exercise considerable influence on how organizations are known and made sense of by their external audiences" (Kjaergaard et al., 2011: 516) . Schultz, Marin and Boal (2014) for instance, found that the legitimacy of new market categories develops through information exchange among market participants, which is made evident in media coverage of those market categories. In a similar vein, Rosa, Porac, Runser-Spanjol and Saxon (1999) showed that a shared understanding of the minivan as a new product category in the automobile industry emerged from repeated interactions in the media between producers, consumers, and journalists. Other studies have shown that the media do not offer neutral depiction of markets, but rather can be seen as a political arena in which market boundaries and product categories are negotiated (Hirsch, 1972) , and that powerful players influence categorization processes. Lounsbury and Rao (2004) , for instance, found that powerful incumbent producers in the American mutual fund industry were able to shape the categories used in the industry's media because it relied on the endorsement and support of those dominant industry players. 
Category Prototypes as Abstract Representations vs. as Exemplars
As the above section suggests, the notion of a category prototype, which is central to the psychological literature on categorization (Rosch & Mervis, 1975) , is a key concept in the market categorization literature. Specifically, students of market categories have proposed two views of category prototypes. On the one hand, some studies of market categories build on Rosch's (1978) study, which considers a category prototype to be an abstract representation that encodes the salient, or average, attributes of category members, but is not itself necessarily actually a member of the category (Pontikes & Hannan, 2014; Vergne & Wry, 2014) . For instance, Navis and Glynn (2011) consider that the process of market category emergence starts with the definition of category attributes, which are "typically ill formed, in flux, and without a clear prototype or exemplar" (p. 486). (see also Navis & Glynn, 2010) .
On the other hand, recent research on category emergence has adopted the 'exemplar view' of category prototypes 3 (Glynn & Navis, 2013 : 1126 which considers that a prototype is an actual member of the category (an average or extreme member), instead of being an abstract summary representation of that category (Nosofsky, 2011: 18) . Market categorization researchers who have adopted this view of prototypes have found new market categories may sometimes house multiple distinct exemplars rather than one clearly defined prototype (Jones et al., 2012) , which can emerge during early stages of the category's formation or on an ongoing basis (Munir, 2005) .
Iconic Business Models as Prototypical Exemplars
The notion of an 'iconic business model' exists in the business model literature, but has received little elaboration. For Sabatier et al. (2010) , who provide the most elaborated definition of this notion so far, an 'iconic business model' is one that has been labelled with the name of the company that introduced it or made it famous, 4 rather than after some economic characteristics. Importantly, it is also a business model that has been widely recognized and well established as representation of a particular way of creating and capturing value. Amazon, 3M, Dell and Google are instances of firms that have initiated business models that have become iconic (Sabatier et al., 2010: 435) . In the same way as an 3 In this view, people understand categories by storing individual category exemplars in their memories, and classify objects according to their similarity to these stored exemplars. For example, they represent the category of 'birds' by storing in memory the vast collection of different sparrows, eagles, ostriches etc., of which they have experience or knowledge. If an unfamiliar object is sufficiently similar to some of these exemplars, they will classify it as a 'bird'. 4 An iconic business model is not necessarily named after the firm that introduced it-but sometimes after the firm that made it famous (see, e.g., the Overture and Google case Johnsson and colleagues (2008) ).
Chapter 3 'iconic brand' (e.g., Coca Cola) is one that has come to represent something more than just a product or service (Holt, 2006) , an 'iconic business model' represents more than merely the business model of the specific firm after which it is named: it is an innovative and groundbreaking business model that sets new standards in terms of creating and capturing value, and which becomes a source of inspiration for other market actors. Such business models describe ways of creating and capturing value that are copied and emulated by other entrepreneurs.
Sabatier et al.'s (2010) definition of an 'iconic business model' points to the notion of a category prototype, and implicitly refers to the exemplar view of such prototypes. Indeed, their definition suggests that iconic business models essentially function as prototypical exemplars, capturing the essence of a particular way of creating and capturing value (Sabatier et al., 2010; Baden-Fuller & Morgan, 2010) . For the purpose of this study, we adopt the exemplar view of category prototype, and define an iconic business model as one that is a prototypical exemplar for a particular category of firms. Thus, in investigating the early stages of the emergence of an iconic business model, we study the cognitive process via which an innovative business model reaches the status of a prototypical exemplar.
Method and Data
In this paper, we study the cognitive process whereby an innovative business model comes to be regarded as iconic, and as exemplifying a particular type of firm. Such research calls for a longitudinal research design (Siggelkow, 2007) , as we need to trace the emergence process over time. As our research is exploratory, we adopted the single case study research design (Yin, 2009) .
Case selection
The Airbnb case. With our definition of 'iconic business model' in mind, we systematically read the literature on business models -which often draws on case studies -and discussed with academics working in the strategy and entrepreneurship fields to identify iconic business models. We found that the business models regarded as iconic include those introduced by 10 traditional hotels -actually owning any rooms itself. Airbnb makes money by charging both hosts and guests transaction commissions, and in exchange provides services such as handling payments, a private messaging system, insurance, etc.. All hosts and guests have a verified profile, which includes recommendations and reviews by previous users.
Reading a sample of newspaper articles convinced us that Airbnb's business model is iconic: it has rapidly captured the attention of journalists, inspired multiple imitations in different industries (Boyd, 2012) , and has become closely associated with a given category of firm -the so-called 'sharing economy':
Airbnb We also noted that the media considered Airbnb's rise to have been 'meteoric': by the end of 2013 (only 5 years after its creation), it had already hosted more than 11 million guests in 34,000 cities around the world (Bradshaw, 2014) , and had a market valuation of US$10 billion (Edwards, 2014) . Thus a five to six-year time span was deemed appropriate to study the process of iconic business model emergence in this particular case. Finally, studying the Airbnb case has advantages over studying some other 'veteran' iconic business models, such as McDonald's (founded in 1940) , as the amount of data available about such cases would likely have been overwhelming.
Data collection
To study the cognitive process by which Airbnb's innovative business model became iconic, we systematically analyzed how six mainstream media publications had talked about the company since its creation in 2008. Media coverage has been seen as the "central process through which knowledge and evaluations about a firm crystallize into a 'social fact'" (Lang & Lang, 1988: 79) , so its analysis has become common in studies of category emergence. to the number of articles they printed about Airbnb in the study period: the Wall Street
Journal (WST), the New York Times (NYT), the Financial Times (FT), the Guardian (G), and
The Times (T). 5 As we found very few articles from 2009, we added the Washington Post (WP) to our list as it was one of the few top-10 sources of articles dated 2009. As Figure 1 shows, our final sample comprised 347 articles from these six newspapers.
Figure 1. Article distribution by selected source and quarter
Fragment Identification. We imported all 347 articles into NVivo software and ran an automatic search to identify the fragments of text that mentioned Airbnb. We then read the 1052 text fragments that the search returned, and adopted a rule of using fragments of up to 60 words that included the term 'Airbnb', which captured the context and allowed for identifying meaningful units of analysis (Alvi, 2011) . Adopting this criterion led to a final number of 665 text fragments. 
Data analysis
We used qualitative content analysis to analyze these 665 text fragments. This type of analysis allows researchers to study people's cognitive representations (Gephart, 1993; Huff, 1990; Woodrum, 1984) , and has been widely used in strategy research (Carley, 1997; Osborne et al., 2001) . We analyzed our data in three phases using the N-Vivo software. We 5 We excluded the International New York Times as it mostly duplicates articles published in the New York Times. Most of these newspapers have been used in prior research (Rindova et al. (2007) , and are viewed as rich information sources that report on events and provide interpretations (Haunschild & Beckman 1998) . first read the text fragments with the aim of identifying how Airbnb was defined or described in the media. Although our approach was mainly inductive, it was informed by our knowledge of the business model and market category literatures. This first round of coding allowed us to capture all the most important concepts and ideas the media discussed in relation to Airbnb. We refer to these codes as our 'first-order concepts' (Gioia et al., 2012) , as shown in Figure 2 , which summarizes our data structure. • Airbnb is used to define companies in the same industry (travel and hospitality)
• Airbnb is used to define companies in industries other than travel and hospitality In our second analysis phase, we re-read all our first-order concepts and identified six second-order themes (see Figure 2 ). Our first theme, which we termed 'Airbnb defined by analogy', groups all the text fragments we coded in which Airbnb was the 'target' of a sense making exercise, and in which its business model was defined by reference to those of other firms. It reflects the analogical reasoning that sustains the media's attempts at assimilating
Airbnb into its existing categorization of firms. The second theme -'Airbnb as a firm' -refers to codes where the media point to typical firm attributes, such as its investors, its financial performance, etc. in discussing Airbnb. The third theme -'Airbnb as a business model' -is consistent with our definition of a business model (i.e., focusing on the logic of a firm's value creation and capture) and captures the media's attempts to define Airbnb by explaining and elaborating its business model, and by specifying some of the model's elements. We relied on the literature on business models (Casadesus-Masanell & Zhu, 2013; Teece, 2010) to code all the text fragments associated with this theme. Our fourth theme -'Airbnb and the hospitality industry' -points to the importance of media discourse that
showed Airbnb as opposing traditional hospitality business models. Here, the intention was not to define Airbnb in comparison to hotels (as in the first theme), but to position Airbnb within its competitive space. We then created a fifth theme -'Airbnb as a source domain' -to group quotes where the media used Airbnb as a representative of a type of organization so as to make sense of other new firms. Finally, our sixth theme included quotes that considered 'Airbnb as an example of the sharing economy'. Tables A2 to A4 in the Appendix provide illustrative quotes for each of the concepts included in these themes, and Table A5 reports some statistics on these themes.
In the third phase of our analysis, we sought to understand the dynamics of these six themes in order to develop a process model to describe how Airbnb's innovative business model became iconic, and came to represent a prototypical exemplar for firms operating in the sharing economy. We counted systematically the frequencies of the appearances of the codes we identified, and cross-tabulated those frequencies against publication dates (years) to try to identify temporal patterns in the appearance of the different codes. Counting and cross tabulating are useful to identify trends (Bergh & Holbein, 1997) , and content analysis researchers use these techniques as they consider that changes in the frequency with which words are used reflect at least a change in what the media pays attention to, if not in cognitive schema (Namenwirth & Weber, 1987 as cited in Duriau, Reger, & Pfarrer, 2007) . We also analyzed the co-occurrence of certain codes, as co-occurrences of keywords can be seen as reflecting associations between the underlying concepts involved (Huff, 1990; Weber, 1990 
Findings
We first present the three-stage model of iconic business model emergence that arose from our data analysis, and then provide a rich description the media's discourse in each phase.
A three-stage model of iconic business model emergence
Our analysis suggests that Airbnb's recognition as an iconic business model took place in three stages. In the first -'Assimilating Airbnb's business model through analogies' -the media discourse was largely characterized by attempts to make sense of Airbnb by making analogies either with existing firms -such as eBay -or existing market categories, such as the hospitality industry. Figure 3 shows that theme #1 'Airbnb defined through analogies' was a dominant theme over the first two years, accounting for 31% and 29% of the text fragments we coded in 2009 and 2010 respectively. However, this theme suddenly dropped to 9% in 2011, and became only marginal in 2012 and 2013, when it accounted for only 3% to 7% respectively of the media discourse. Table A5 .
In the second stage -'Elaborating Airbnb's business model and legitimacy tipping point' -the media's attention shifted away from analogies with existing firms, perhaps In a third and final stage, the media gave Airbnb's business model the status of iconic 
Phase 1: Assimilating Airbnb's business model through analogies (2009-2011)
In the first phase, the media tried to understand this new firm by assimilating it within an established categorization of firms based on the product/services they offered. Primarily, it attempted to define Airbnb by analogy with firms in the hospitality industry (hotels, hostels, etc.), as it delivers the same kind of services: renting rooms to travelers. This was the most common analogy in 2009 and 2010, accounting for 40% and 38% of all theme #1 quotes in those years respectively, suggesting that the media considered the hospitality industry as the 'natural' home industry for Airbnb, given its activity:
Airbnb operates a website that matches up travellers with locals who are willing to rent out an extra bedroom or guest suite, turning every home into a potential mini-hotel. (T, 16 November 2010).
However, a closer analysis of the text fragments associated with the hotel analogy reveals that, in many instances, the media were not entirely satisfied with the analogy, and pointed out important differences between Airbnb and traditional accommodation providers:
Since its debut in 2008, the company (…) has booked more than two million nights of lodging all over the world. But it's not a hotel. Instead, it allows people to rent out their entire home or apartment -or just a room or a bed -to others who find Marriott boring or want to see life in a new area as a local would (NYT, 12 November 2011).
This quote describes Airbnb as a firm that rents rooms to travelers -and thus provides the In drawing on analogies with other firms who were known for their innovative business models, but which operated in other industries, the media tried to build a more comprehensive view of Airbnb, whose business model it definitely perceived as being novel.
The multiple analogies that the media used simultaneously reveal different aspects of
Airbnb's business model, and suggest that analogical reasoning played a key role in the early stage of its emergence: it was one of the main information processing methods that the media used to make sense of the innovative firm. Our findings show that, during the first two years, the media relied largely on such analogies to build its representation of the new firm, suggesting that they initially tried to assimilate Airbnb within their existing representation of market categories, rather than to recognize the novelty and change their existing representations of the market. But analysis of media coverage towards the end of the phase suggests that it was beginning to move on from trying to assimilate Airbnb into existing market category representations, and was beginning to change those representations to As Figure 3 shows, the share of theme #2 ('Airbnb as a firm') fragments in the total of coded discourses doubled in just one year, from 20% in 2010 to 40% in 2011. 6 This meant that, instead of defining Airbnb via analogies with other firms or iconic business models, the media increasingly defined Airbnb as a firm by quantifying its performance: Overall, during this second phase, the media's attention shifted from acknowledging Airbnb as a novel phenomenon, and trying to define it within the established category system to inquiring into it more fully and appreciating its complexity and specificity. Indeed, the media commented widely on Airbnb's success and economic performance, and also provided a richer description of its business model, suggesting a greater understanding of the reasons for that success. Increase in the number of its business model elements that the media identified suggests that a more elaborate picture of how exactly Airbnb created value for different parties emerged and became stabilized. Having started with a description of the kind of services it delivered by analogy with firms from the hospitality industry, the media began to enquire more deeply into questions about the firm's business model in this phase, fleshing out elements of its business model that were not immediately apparent, such as the fact Airbnb did not own assets but facilitated access, or pointing out that trust was a prerequisite in its business model. where [hotels] rates are generally absurd' (NYT, 12 November 2011). Moreover, the media often described Airbnb as a serious competitor and threat to hotels, by pointing to the fact that it had disrupted and 'hurt' the entire 'hotel industry' (WSJ, 22 The second element that suggests that Airbnb reached the status of iconic business model relates to the shifting pattern of the analogies the media used. As it elaborated a richer representation of Airbnb, as a firm, as a business model, and as a threat to traditional hotels, it increasingly used Airbnb to define the identity of other firms. * Percentages (%) were calculated using the total number of 'coded' fragments of text. For more information see Table A5 .
Third, as Airbnb was increasingly used as a source domain to define what other new firms were and how they created value, it was also increasingly talked about in the context of the rise of the sharing economy, as reflected by the increasing importance of theme #6 in media discourse (Figure 3 ). Airbnb was seen as a pioneer of the emerging peer-to-peer economy: it is the 'company that spurred the sharing trend with air mattresses in a San was still generally labelled with the name of Airbnb as its instigator firm, became increasingly divorced from discourse about the actual firm, and functioned as a culturally shared prototypical exemplar for a particular category of firms -those operating sharing economy, or peer-to-peer business models.
Discussion and Conclusion
In this paper, we have described the cognitive process whereby the media gradually conferred the status of iconic business model for the peer-to-peer economy on Airbnb's business model, and in so doing, recognized it as a prototypical exemplar for those used by peer-to-peer firms.
We have shown that the process whereby Airbnb's innovative business model became iconic was progressive -we identified three stages -and relied on fundamental cognitive mechanisms, such as analogical reasoning. Specifically, we found that the media first tried to assimilate Airbnb within its existing category system by drawing on multiple analogies with firms operating in the hospitality industry or with iconic business models. However, as
Airbnb's innovative business model did not fit into the existing category system acceptably, the media went on to give the new phenomenon its own meaning, which it achieved through a deeper elaboration of Airbnb's business model. Finally, as the media increasingly understood the specificities of Airbnb's business model, it eventually recognized a new type of 'peer-to-peer' organization, which Airbnb exemplified. Once the media recognized Airbnb's BM as iconic, it stopped associating the business model with the firm's actions, so that the business model almost took on a life of its own, and started to function as a prototype exemplar.
Beyond documenting the trajectory of Airbnb's business model in the media, our study offers three contributions to the literature, as follows:
A greater understanding of what iconic business models are and how they emerge
First, our study contributes to the literature on business models by elaborating on the notion of the iconic business model (Sabatier et al., 2010 business model has been imitated in many sectors, such as pet care and car rental and parking sectors, and has gradually come to be regarded by the media as the prototypical exemplar (or at least, the best example) of the business models employed by the emerging category of peer-to-peer firms.
Beyond linking the notion of iconic business model to the well-established concept of prototypical exemplar (Cantor & Mischel, 1979) , we also connect the notion with that of performativity (Callon, 2007; Doganova & Eyquem-Renault, 2009 ). Business models do more than 'describe' new ways of creating and capturing value: they also bring into being the very things that they describe -firms with new ways of creating and capturing value. In the case of an iconic business model, its performative power is even clearer, as being iconic means becoming the prototype exemplar for a category of firms, and implies being imitated.
Thus, an iconic business model not only brings a new firm into being -the firm that created and first experimented with it as an innovative business model -it also brings into being a whole new category of firms -those that imitate the new business model.
A refined understanding of the role of analogical reasoning in business model innovation
Second, our study complements cognitive research on business models by refining our (or might not) consider it worth imitating; and by the media, and the general public, which might (or might not) recognize it as 'novel' -and so, maybe, iconic.
Our study has focused precisely on this latter point. We studied the cognitive process which led the media to recognize the 'novelty' of a particular business model up to the point that it even regarded it as iconic, and as the prototypical exemplar of a category of firm. In studying this process, we showed that analogical reasoning is a key process underpinning the emergence of an iconic business model. Our study therefore complements cognitive research on business models by showing the importance of analogical reasoning in business model innovation (Enkel & Mezger, 2013) , thus further theorizing its role in the phases following business model innovation.
Generally, our study points to two important cognitive mechanisms. First, when a new established categories and defining it in relation to existing schemas (Bingham & Kahl, 2013; Gentner, 1983; Holyoak & Thagard, 1997 . Second, our study suggests that, as they become iconic, innovative business models shift from being the targets of analogical reasoning to being the source of analogies for defining other firms. This finding is in line with the categorization literature, which shows that when new categories become part of generalized knowledge structures, they are used to interpret new stimulus arrays and become reference points in market stories about new products (Rosa, Porac, Runser-Spanjol, and Saxon, 1999 ).
Our study thus shows the value of a cognitive lens in business model research, adding to the well-documented stages of business model innovation by entrepreneurs. Future studies could complement our cognitive study of iconic business emergence by adopting a sociocognitive approach. For instance, it would be interesting to study how different market actors engage differently with iconic business models, and the various roles they play in the emergence of such models.
Considering business models as an alternative basis for firm classification
Third, we contribute to the market categorization literature, which has recently been interested in market category emergence issues (Koçak et al., 2014; Navis & Glynn, 2010) , by documenting a specific case of the emergence of prototypical exemplar. We show how an innovative business model, as it becomes iconic, comes to exemplify a new type of organization, and hence can serve as a basis for a new firm classification.
A common view in categorization literature is that "a new market category exists when two or more products or services are perceived to be of the same type or close substitutes for each other in satisfying market demand; the organizations producing or supplying these related products or services are grouped together as members of the same market category" (Navis & Glynn, 2010, p. 440) . As a result, this literature focuses on industry grouping, or groupings of firms based on similar products and services. Our study suggests that industry grouping is not the only basis of firm classification, and that innovative business models can reshape the way the media classifies firms. Thus it moves beyond the view of categories as 
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'constraining' (Glynn & Navis, 2013) , and shows that they can be generative, and serve as creative resources for organizational innovation and change (p. 1132). It calls for broader interpretations of market categories that go beyond product-based groupings enabling transactions between producers and consumers, and competition among producers. 
